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ABSTRACT 
 
 
KUSUMAWARDHANI, SISILIA DYAH AYU RETNO. Language Features of 
the Slogans on Cheetos Snacks in 1970s – 2013. Yogyakarta: Department of 
English Letters, Faculty of Letters, Sanata Dharma University, 2014. 
 
 Language is a medium for people to communicate with each other. People 
use language in everyday life. As the development, there are many people using 
language in attractive way like in advertising. The use of language in advertising 
is important to promote their products. 
 There are two problems to be analyzed in this study. The first problem is 
(1) the language style used in Cheetos slogans, and the second is (2) persuasive 
language in Cheetos snacks according to Timothy A. Borchers.  
 In this study, the writer used descriptive analysis to develop this study. 
The writer chose ten (10) slogans of Cheetos in 1970s-2013 as the data. The 
writer used this method to analyze language style and persuasive language 
strategies. The language style was analyzed using stylistics approach (phonology, 
lexis, and syntax). Analysis of persuasive language strategies (language intensity, 
powerful language, language and imagery, rhetorical figures, and metaphor) have 
conducted to solve the second problem. 
 As the result of this study, the writer found that Cheetos snacks often used 
phonological features such as alliteration, consonance, and assonance. Sometimes 
the advertiser used meter and repetition. In lexical features, the slogans always 
used vocabulary to decide the choice of words, proper nouns, and imageries. The 
slogan also used figures of speech such as hyperboles, and personifications. The 
grammatical structures that the writer found in the data are sentence structures, 
simple sentences, complex sentences, and complex noun phrases.  
 As for the persuasive language strategies the writer found that the 
advertiser applied language intensity, powerful language, language and imagery, 
and rhetorical figures. Those strategies can attract consumer to buy the product. 
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ABSTRAK 
 
KUSUMAWARDHANI, SISILIA DYAH AYU RETNO. Language Features of 
the Slogans on Cheetos Snacks in 1970s – 2013. Yogyakarta: Program Studi 
Sastra Inggris, Fakultas Sastra, Universitas Sanata Dharma, 2014. 
 
 Bahasa merupakan sebuah media bagi masyarakat untuk berkomunikasi 
dengan yang lainnya. Dalam perkembangannya, terdapat banyak orang yang 
menggunakan bahasa dengan cara yang menarik. Penggunaan bahasa dalam 
periklanan juga sangat penting untuk mempromosikan sebuah produk. 
 Terdapat dua permasalahan yang akan dibahas dalam studi ini. 
Permasalahan pertama adalah (1) gaya bahasa yang digunakan pada slogan 
Cheetos, dan yang kedua adalah (2) bahasa persuasif dalam makanan ringan 
Cheetos berdasarkan Timothy A.Borchers. 
 Dalam studi ini, penulis menggunakan analisis deskripsi untuk 
mengembangkan studi ini. Penulis memilih data yang berasal dari sepuluh (10) 
slogan chetos pada tahun 1970an -2013. Penulis menggunakan metode tersebut 
untukmenganalisis gaya bahasa dan strategi bahasa persuasif. Analisis gaya 
bahasa dianalisis menggunakan pendekatan stilistika gaya bahasa (fonologi, lexis, 
sintaksis). Analisis bahasa persuasif (intensitas bahasa, kekuatan bahasa, bahasa 
dan perumpamaan, figur retorik, dan metafora) telah dilakukan untuk 
menyelesaikan permasalahan kedua. 
 Sebagai hasil pembelajaran, penulis menemukan bahwa makanan ringan 
Cheetos sering menggunakan fitur fonologi seperti aliterasi, konsonansi, dan 
asonansi. Terkadang pengiklan memakai meter dan repetisi. Dalam fitur leksikal, 
suatu slogan selalu menggunakan kosakata untuk menentukan pilihan kata, nama 
diri, dan perumpamaan. Slogan tersebut juga menggunakan majas seperti 
hiperbola dan personifikasi. Struktur gramatikal yang ditemukan dalam data yang 
ada meliputi struktur kalimat, kalimat tunggal, kalimat kompleks, dan frasa benda.  
 Dalam strategi bahas persuasif, penulis menemukan bahwa pengiklan 
mengaplikasikan intensitas bahasa, kekuatan bahasa, bahasa dan perumpamaan, 
dan figur retorik. Strategi tersebut dapat menarik pembeli untuk membeli produk 
tersebut. 
 
 
 
PLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJI
1 
 
CHAPTER I 
INTRODUCTION 
 
A. Background of the Study 
 Language is a medium for people to communicate with each other. People 
use language in everyday life. In today’s phenomenon, people often use language 
in different style to make their conversation more attractive. 
 As the development, there are many people using language in attractive 
way like in advertising. Advertising company uses language to promote their 
product. The company makes some promotions like posters, slogans, or in 
commercials. All methods have purposes to create people’s interest for their 
products or services. They make a nice picture with a slogan which is memorable 
or shows a talent in their commercial to make advertisement more interesting, for 
example; iTunes Looks and Sounds Better than Ever. This slogan can give 
information about what iTunes is. Slogans are used to give people impression 
with arrangement of words that are memorable and easy to understand. 
 In this study the writer chooses slogans as the object to be analyzed. 
According to Bovee and Arens, slogans have two basic purposes. The first 
purpose is to provide continuity for a campaign. The second is to inform a product 
with a brief, memorable positioning statement (1986:274). The writer decided to 
choose Cheetos advertisement as the data for this research.  
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 This study is about the language features in Cheetos advertising, 
specifically in slogans. The writer tried to find the characteristics of language in 
the slogans and also the strategies in persuasive advertisement.  
 
B. Problem Formulation 
 The problems of this study have been formulated as follows: 
1. What language features are used in Cheetos snacks slogans? 
2. What language devices are used to attract consumers?  
 
C. Objectives of the Study 
 The aim of the study is to answer the problems about the language styles 
in advertisement. Firstly, the writer tried to identify the language features used in 
the slogans by using stylistics features such as phonology, syntax, and lexis. 
Secondly, the writer tried to find out the use of language devices in persuasive 
message in the slogans to attract consumer. 
 
D. Definition of Terms 
 In this study, there are some terms defined to guide the progress of this 
study in order to avoid misunderstanding.  
 The first term used in this study is style. Style can be seen varied in 
language usage. Style is familiar to use in every conversation in our everyday life. 
Verdonk mentioned that style in language can be defined as distinctive linguistic 
expression (2002:3). Based on Peter Verdonk, stylistics is defined as the study of 
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style, can be defined as the analysis of distinctive expression in language and the 
description of its purpose and effect. (2002:4).  
The second terms are language features and  language devices. Language 
feature is the features of language that support meaning, for example; sentence 
structure, vocabulary, and figurative language. The choices of language features 
are vary depend on the purpose of a text and the subject matter. 
 Language device is an  effective strategies to organise patterns, voice, and 
language to present point of view on a subject using some devices such as 
imagery, rhetorical devices, metaphor, etc. It has function to emphasize the point 
of a text. 
 The third term is advertising. The writer uses Contemporary Advertising 
book by Bovee and Arens. Advertising can be defined as a communication 
process, an economic and social process, a public relation process, or an 
information and persuasion process, depending on the point of view. (Bovee and 
Arens, 1986:5) 
 The fourth term is the theory about slogans. Bovee and Arens wrote that 
slogans are similar to headlines. (1986:274). Slogans is an expressing idea to 
strengthen people’s thought about the quality of the products or services. 
 The writer also finds many sources to describe what a consumer is. 
According to Consumer Behavior book, there are two types of consumer. They 
are personal consumer and organizational consumer. The first type is personal 
consumer. It can be described as the individual who buys goods and services for 
her own use (1978:4). The second type is organizational consumers. The 
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organizational consumers are people who run private business. They buy products 
or services to maintain their products. 
 The last term is persuasive language strategies. There are five ways of 
using persuasive language strategically; language intensity, powerful language, 
language and imagery, rhetorical figures, and metaphor. All of the terms above are 
used to analyze the problem to make the study clear. 
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CHAPTER II 
REVIEW OF LITERATURE 
 
 In the process of writing this paper, the writer also searches some sources 
that will help the writer to finish this paper. In this case, the writer tries to find 
some sources from related studies and also related theories from thesis and books 
to analyze the problems about slogans in snacks advertisement. 
 
A. Review of Related Studies 
 The writer uses the related studies from English Letters Students. First 
related study comes from Cyrilla Setiastuti’s thesis “A Stylistics Study on 
McDonald’s Slogan During 1960s-2008.” Setiastuti’s undergraduate thesis 
discussed about a stylistic study on McDonald’s during 1960s-2008. McDonald 
changes their slogans seven times. This study shows that the choices of words are 
very important to make a good slogan. The data in this thesis focus on the 
languages applied on McDonald’s slogan. The writer collected the data from very 
first 1960s-2008. Cyrilla used questionnaires to find the most attractive slogans of 
McDonald’s then make a rank from the data that the writer got.  
 The purpose of this study is to analyze the language style in McDonald’s 
slogans. Theory of stylistics (including grammar, alliteration, rhyme, meter, 
assonance, consonance, ellipsis, simile, repetition, vocabulary) and theory of 
advertising (the definition and; the function and the psychological aspects of 
advertising) are used in this study.  
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 A second related study is Natasia Andita Hermawan’s thesis “A Study on 
Advertising Language on BMW, Mercedez-Benz, and Toyota Car Advertisements 
in Time Magazines Issued in 1996-1997.” This undergraduate thesis discusses 
about language style used in advertisement in TIME magazine, the techniques are 
used to advertise cars, and also the reason for using certain language style. The 
writer used the research of persuasive and descriptive style in BMW, Mercedez-
Benz, and Toyota car Advertisement. Natasia’s thesis helps the writer to solve the 
first problem about language styles in slogans. 
 A third related study is Caecilia Krismariana Widyaningsih’s thesis “A 
Study of Language Power in Persuasive Message As Seen In Airline Advertising 
of Newsweek Magazines Issued From January – December 1999”. 
Widyaningsih’s thesis analyzed the techniques to attract people by persuasive 
message in airline advertising of newsweek magazines related to speech acts. This 
undergraduate thesis also focuses on the language style used to make persuasive 
message in airline advertising. The writer has purposes to know how the choice of 
words and phrases can attract people. 
A fourth related study is Damasus Destianto Prianjaya’s thesis “Coca Cola 
Advertising Strategies in Building the Brand Image”. Damasus’s thesis analyze 
the strategies Coca Cola used in building positive image toward the product, the 
contents of Coca Cola’s slogans in 50’s to 2000’s periods used in printed media 
and television station advertisement, and also the linguistic appeals of slogans in 
the Coca Cola advertisement. The focus in this thesis is the language style and the 
function of the slogans related to the classification of advertising strategies. 
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Different from those four related studies, the writer will focus on how 
persuasive language strategy can attract people to buy a product. This thesis will 
use slogans from Cheetos snacks advertisement as a subject. 
The similarities of the related studies are all of them try to find out the 
language styles used in their subjects. They also use advertising as the theory of 
the study. In this study the writer wants to find the language style used in the 
slogans. All of the related studies are needed to help the process of writing this 
thesis. 
 
B. Review of Related Theories 
  This part discusses about the theories that are used to analyze this study. 
The writer uses theories of stylistics, advertising, slogans, and persuasive 
language strategies. All of the theories are described below. 
 Style is commonly used in our everyday conversation and writing 
(Verdonk, 2002:3). In this study, the writer tries to identify style in writing. In 
specific, the writer will analyze the data from slogans. Style in language can be 
defined as distinctive linguistic expression (Verdonk, 2002:3). The use of style 
can give some effects or impacts in communication. 
1. Theory of Stylistics 
 Simpson stated that to do stylistics is to explore language, and more 
specifically, to explore creativity in language use (2004:3).  According to Peter 
Verdonk, stylistics, the study of style, can be defined as the analysis of distinctive 
expression in language and the description of its purpose and effect (2002:4).  
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 In this study, the writer wants to analyze the language in advertisement 
specifically in phonological, lexical, and syntactic features. The focus in this study 
is about the sound patterns, the choice of words, and grammatical structures in the 
Cheetos snack slogans. 
a. Phonology (Sound Patterns)  
 Not only in poetry, sound patterns are also important for advertiser to 
create a good slogan.  Phonology is a study about sound arrangements. There are 
some devices that the writer used to analyze the data. Those are meter, alliteration, 
assonance, consonance, and repetition. All theories will be explained briefly. 
i. Meter 
 Meter is the patterns of stressed and unstressed syllables in a poetic line. 
Meter is essentially a conventionalized type of stress pattern (Traugott and Pratt, 
1980:73). In English meter is most simply put as an organised pattern of strong 
and weak syllables (Simpson, 2004:15). To identify a meter, foot is needed to 
analyze the rhytmical pattern. There are four common metrical types in English: 
  Iamb: 
/  The Sound  must seem  an Ec cho to  the Sense 
 Trochee: 
/ 
And be fore theSummer Ended stood the maize in all  
   its beauty 
 Anapest : 
/ 
Not a sound hath escaped to thy ser vants, of prayer nor 
   of praise 
 Dactyl: 
/ 
Lulled by the coil of his crystalline streams. 
 (Traugott and Pratt, 1980:74) 
 
 There are eight number of feet in a line; monometer (one foot), dimeter 
(two feet), trimeter (three feet), tetrameter (four feet), pentameter (five feet), 
hexameter (six feet), heptameter (seven feet), and octameter (eight feet). (Madden, 
2002:71). 
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ii. Alliteration is a type of rhyme scheme which is based on similarities between 
consonants (Simpson, 2004:16). It repeats consonant sounds in the initial position. 
Example: ploughman and plods 
 (Simpson, 2004:16) 
Those two words repeat the /pl/ sound in the initial position of the words, so those 
are alliteration.  
iii. Assonance 
 According to Frank Madden, assonance is repeated vowel sounds 
(2002:70). The repeated sounds can be in the beginning, middle, or at the end of 
words.  
 For example: time line 
The example above is assonance because it repeats vowel sounds /aI/. 
iv. Consonance 
 Consonance is repeated consonant sounds of words in a line (Madden, 
2002:70). The consonance can be in the middle or at the end of words. 
 For example: big pig 
In the sentence above, the words big pig repeat consonant sounds /g/ in the end of 
the words. 
v. Repetition 
 Repetition is repeating words, phrases, or sentences. Repetition can be in 
the beginning, middle, or at the end of sentences.  
For examples:  Well this person had a little too much to drink 
   And he attacked me 
   And the friend came in 
   And she stopped it 
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   (Labov 1972:360) 
 
Those sentences repeat the word and. The Repetition in poetry has function to 
emphasize a message of the poem.  
b. Lexis (lexical words) 
 Lexical is a study about all of the words in language that have meaning 
and grammatical function. In this study the writer chooses five lexical words to be 
analyzed such as proper noun, imagery, metaphor, hyperbole, and personification. 
i. Proper nouns 
 Proper nouns are names of specific people, places, countries, months, 
days, holidays, magazines, and so forth (Quirk and Greenbaum, 1985:76). Proper 
name is always written in capital letter. 
ii. Imagery 
An image is a mental picture prompted by words. Imagery is an image 
results from concrete language that appeal to our senses (Madden, 2002:62). 
Imagery is a language that comes from five senses in people’s mind; see (eye), 
hear (ear), taste (tongue), touch (hand), or smell (nose).   
For example: Noodle is delicious. 
The word delicious is imagery because we can taste the noodle in our tongue. 
iii. Metaphor 
 A metaphor does not announce itself; it states that something is something 
else (Madden, 2002:65). People use metaphor in language to make a 
communication or conversation more interesting. 
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For example: My love is a red rose that implies that my love has red petals and 
 sharp thorns. (Madden, 2002:65) 
iv. Hyperbole 
 Hyperbole is a figurative language that presented in excessive words or 
sentences. It is popularly known as an over statement. Hyperbole is expressing a 
huge emotion or something that too much. For example: my blood boils. (Wales, 
2001:190) 
v. Personification 
 Personification is a frequently used form of metaphor. Personification is a 
figurative language that has character to give human characteristics or qualities to 
something not human (Madden, 2002:66).  
 For example: The pencil is dancing on the table.  
Pencil is animate object, it cannot dance. Personification is representing a pencil 
as an animate object. In fact, pencil is an inanimate object. 
c. Syntax (Grammatical Structure) 
 Syntax is a study about the sentence patterns of language. The part of the 
grammar that represents a speaker’s knowledge of these structures and their 
information is called syntax (Fromkin, Blair, and Collins, 2000:100). There are 
several features to analyze the problems about syntax.  
i. Sentence structure  
 There are five elements of sentence structure. Those are Subject (S), Verb 
(V), Object (O), Complement (C), and Adverbial (A) (Quirk and Greenbaum, 
1973:12). A subject is normally a noun phrase. A verb is always verb phrase. An 
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object is also a noun phrase but normally follows the subject and the verb phrase. 
A complement is normally a noun phrase or adjective phrase appears after a 
subject, adverbial phrase, or an object. Adverbial is functioning as an adverb 
(Quirk and Greenbaum, 1985:170) 
ii. Simple Sentence 
 A sentence with just a main clause is called simple sentence. For example: 
She is obsessed with elephants. (Wales, 2001:356). 
iii. Complex sentence 
 Complex sentence contains more than one clause in a sentence. For 
example: Answer a fool according to his folly, / lest he be wise in his own conceit. 
(Wales, 2001:356). 
iv. Ellipsis 
 Ellipsis means that some words have been missed out. An ellipsis can give 
a direct and powerful effect on the reader. (Verdonk, 2002:4)  
For example: In a wine –bar we can point to a bottle of wine and say Two glasses  
          (of wine) please. 
The omission of word(s) can give the point and direct information.  
v. Complex Noun Phrase 
 Noun phrase is the word which the head is a noun. The head noun can be 
accompanied by determiners (the, a, etc) and one or more modifiers. A complex 
noun phrase is a noun modifies by premodifier and postmodifier (Quirk and 
Greenbaum, 1985:375). 
For example: a cake with mocca topping. 
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 Complex noun phrase can give more impression about a cake. The head is 
cake which is modified by a as premodifier and with mocca topping as 
postmodifier. 
1. Theory of Slogans 
 Slogans (or tag lines) are similar to headlines (Bovee and Arens, 
1986:274). Slogan is a language style that can help the advertiser to advertise 
some  products or services. Slogan has a function to strengthen people’s thought 
about the quality and quantity of the products or services. Slogan is a short 
statement that represents a product or a person and that is memorable because it 
establishes an emotional connection between audience and persuader; also, a 
word, phrase, or expression that suggests a course of action. (Borchers, 2005:204) 
Slogan Functions are: 
a. Persuaders often use slogans to communicate with audiences in the media 
age. 
b. Slogans are powerful persuasive tools because they quickly express a 
memorable aspect of the persuader’s message. 
c. The intent of slogan is to create a favorable impression on the audience. 
     (Borchers, 2005: 204) 
 Advertiser uses slogans to persuade people to buy products or services. 
Slogans are always expressing the purpose of an enterprise or organization. 
According to Bovee and Arens, effective slogans are short, easy to understand, 
memorable, and easy to repeat (1986:274). 
2. The Theory of Advertising 
 Advertising can be defined as a communication process, a marketing 
process, an economic and social process, a public relation process, or an 
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information and persuasion process, depending on the point of view (Bovee and 
Arens, 1986:5). 
 Bovee and Arens define advertising as follows: 
 Advertising is the nonpersonal communication of information 
 usually paid for and usually persuasive in nature about products, 
 services, or ideas by identified sponsors through the various 
 media. 
 
 Message strategy is very important for a company to communicate with 
consumer. The message for the audience should be simple, interesting, 
informative, entertaining, enjoyable and helpful (Bovee and Arens, 1986:255). 
3. Theory of Persuasive Language Devices  
 In this part, the writer tries to explore the theory about how the persuaders 
use persuasive language to attract audience. There are five ways of using language 
strategically. 
a. Language intensity 
 According to Timothy A. Borchers, language intensity refers to the degree 
of affect reflected in the persuader’s language, ranging from mild to intense 
(Hamilton & Hunter in Borchers, 1998). The strenght of intense words can 
influences the audience when hearing a message. The language intensity has 
purpose to persuade the audience.  
b. Powerful language 
 Powerful language is a way of using language strategically by using strong 
message to influence the consumer. Powerful language used by persuaders to 
attract consumer. Powerful language is marked by the absence of such features 
such as: 
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i.  Empty adjectives, such as “cute”, “sweet”, and “divine” (Burrel and 
Koper, 1998). 
ii. Question forms or the use of questions – such as “right?” – at the end  
of statements. 
iii. Polite forms, such as the use of “please” and “thank you.” 
iv. Hedges, which modify the previous statement. Examples include “I 
guess,” “I think,” “kinda,” and “you know.” 
  (Borchers, 2005:188) 
Borchers argue that powerful language may inhibit persuader’s effectiveness 
(2005:188). Powerful language is more persuasive because it can make strong 
statement to give information about a product. 
c.  Language and imagery 
 An appearance of an image can give audience perspectives. A media can 
help persuaders to create people imagination about a product. In this case the 
visual language makes use vivid descriptions of events, objects, and people 
(Borchers, 2005:189). Visual imagery also helps people to visualize theme and 
make a decisions of what they hear or see in the advertisement.  
d. Rhetorical figures 
 Rhetorical figures are also a strategy to make a slogan more interesting. 
There are some aspects of speaking style: 
i. Parallelism is the repeated use of similar words, phrases, or sentences in 
the same position in grammatical construction. (Bochers, 2005:189) 
ii. Alliteration is using words that start with the same first letter in close 
proximity to each other. Example: dignity and discipline 
iii. Antithesis is the use of contrasting ideas in the same sentence. 
Example: nineteen sixty-three is not an end, but a beginning.” 
iv. Repetition involves restating a key word or phrase to reinforce the point 
being made. 
 
(Borchers, 2005:189) 
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The use of several aspects of rhetorical figures can emphasize a message of a 
speech. It gives big impact for the audiences who hear slogans containing 
parallelism, alliteration, antithesis, and repetition. 
e. Metaphor  
 Persuaders often used metaphors to compare things that are apparently 
different yet have something in common. (Bochers, 2005:190). Sopory and 
Dillard (2002) also examined the impact of metaphor used on the persuader’s 
credibility (Bochers, 2005:191). 
 
C. Theoretical Framework 
 
 This part contains the theories that will be used to analyze the problems. 
To answer the problem formulation, the writer uses theory of slogans, theory of 
persuasive language, theory of advertising, and theory of stylistics. The focus is 
on the language styles of the slogans and what language devices are used in 
Cheetos snack. 
 Language style has many purposes and effects for people. Theories of 
stylistics are needed to answer the first problem about the language style used and 
cheetos snacks slogans. In this study, the writer used stylistics features 
specifically in phonology, lexis, and syntax. In the analysis, the writer will 
identify the slogans, then determine what stylistic features appear in the slogans. 
 After finding the result from first problem, the writer can continue the 
analysis to answer the second problem using the theory of advertising, persuasive 
language, and slogans. The second problem formulation is to identify the 
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language devices that can stimulate consumer to buy the product. According to 
Timothy A. Borchers, there are five ways to use language strategically; language 
intensity, powerful language, language and imagery, rhetorical figures, and 
metaphor. The main purpose of using persuasive language in advertising is to 
persuade people to buy a product. 
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CHAPTER III 
METHODOLOGY 
 
A. Object of the Study 
 Many advertising promote their product through the media such as flyers, 
newspaper, magazines, radio, and television. In this research, the writer chose the 
data from Cheetos Snacks advertisement. The writer chose 10 (Ten) Cheetos’ 
advertisement from commercial break on television with different slogans in each 
commercial. The writer found 10 Cheetos commercials with 10 different slogans 
in each. All of Cheetos slogan that the writer choose are directed for the personal 
consumers outside Indonesia. Personal consumers buy something for their own 
use.  
 The choices of words or the diction to make a good slogan is very 
important to make the slogan memorable and easy to understand. In this thesis, 
the writer analyzed the language style of Cheetos advertisement specifically on 
the slogans using stylistics approach includes the phonological, lexical, and 
syntactic features. Those three linguistics features were analyzed to solve the 
problem number one about the language style. Slogans have persuasive language 
to emphasize a message of a product to make people interested.  
 
B. Approach of the Study 
 The approach of the study is stylistic because this study focused on the 
language features in advertisement. According Peter Verdonk, stylistics is “the 
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analysis of distinctive linguistic expression and the description of its purpose and 
effect.” (2002:4)  
 The Stylistic approach was used to analyze the language features in the 
slogans of snack advertisement. It also has function to inform how Cheetos snacks 
advertisement stimulate consumer to buy the products. The Stylistics approach 
includes phonological, lexical, and syntactic features. The phonological features 
that were analyzed covered 5 (five) features such as meter, alliteration, assonance, 
consonance, and repetition. The lexical features include proper noun, metaphor, 
and other figures of speech. The syntactic is about the grammatical structure such 
as the sentences form. 
 Everyone has their style to express themselves to communicate with each 
other in everyday life. People can say or write something which is interesting with 
their own way. In this study, the data that were analyzed were from Cheetos 
advertisement. The focused was on the Cheetos slogans.  
 
C. Method of the Study 
1. Data Collection 
 In this study, the writer used the data from 10 slogans of Cheetos snack. 
The writer found the data from internet sources; Youtube videos that show the 
commercials of those snacks. The data were chosen from Cheetos snacks in 1970s 
to 2013. The videos were the linguistic contexts to support the data.  
 
 
PLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJI
20 
 
 
 
2. Data Analysis 
 There were some steps to analyze this study. After collecting the data, the 
writer can make some steps to analyze the problems. The writer analyzed two 
problems; the first problem is about the language styles of the slogans and the 
second problem is about language devices in the slogans to attract consumer. 
a. The first step, after finding the slogans from Youtube as the data, the writer 
search the slogans that have stylistics features. After that the writer collected 
the data by using tables to make it easier. 
b. The second steps, the writer uses stylistics approach to analyze the slogans 
one by one using phonological features, lexical words, and syntactic features. 
There were ten data to be analyzed. Those data were analyzed using 
phonological features; meter, alliteration, assonance, consonance, and 
repetition. After that the writer tries to find the lexical words such as imagery, 
metaphor, hyperbole, and personification. The writer also analyzed the data 
using syntax to identify the grammatical structure about sentence structure, 
simple sentences, complex sentences, ellipsis, and complex noun phrases. 
c. After analyzing all of the slogans by using stylistics features, the writer tries 
to deal with the second problem about persuasive language. The writer 
analyzed the data according to theory of persuasive language by Timothy A. 
Borchers. The writer collected the data already identified in the previous step. 
After that the writer classified data into five ways using persuasive language 
strategies that covers language intensity, powerful language, language and 
imagery, rhetorical figures, and metaphor. To analyze the language intensity 
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the writer identified the intense word in all Cheetos slogans. The intensity can 
influence the audiences to remember the advertisement. The writer also 
analyzed the powerful language. The powerful language was found in the 
slogans did not use empty adjectives, question forms, polite forms, and 
hedges. After that the writer analyzed the language and imagery, it functions 
to give audiences perspective about the advertisement. The persuasive 
message also can be delivered by using rhetorical figures. The writer also 
analyzed the rhetorical figures including parallelism, alliteration, antithesis, 
and repetition. The last language device is metaphor to make attractive 
language.  
d. After analyzing all of the data using persuasive language strategies, the last 
step is the writer identified the effect of using those persuasive languages 
through the consumer. Those are some steps to solve the problems. 
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CHAPTER IV 
ANALYSIS RESULTS AND DISCUSSIONS 
 
 In analysis results and discussions, the writer will develop the theories and 
the data that were found to answer the problems. This chapter is divided into two 
part, the first one is to answer the problem number 1 (one) about the language 
style of Cheetos snacks slogans. The first problem is answered using stylistics 
features; phonology, lexis, and syntax. Problem number 2 (two) is answered using 
the theory of persuasive language to find the language devices. The writer has 
analyzed deeply the language styles and the language devices to attract consumers 
of Cheetos slogans in 1970s-2013. 
 
A. Analysis of Language Style 
 The writer uses stylistics features such as phonology, lexis, and syntax to 
analyze the language styles in Cheetos Slogans from 1970s to 2013. The writer 
focuses on 10 slogans were found from Youtube. 
1. Phonology  
  Phonology is the study about sound patterns. In this analysis, the writer 
chooses five phonological features that can be found in the slogans. The features 
are meter, alliteration, consonance, assonance, and repetition. The table below 
contains the classification of the slogans. 
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Table 1. Phonological Features 
NO. SLOGANS 
Phonological Features 
Met All Con Ass Rep 
1. A Wealth of Real Cheese Taste  - - - √ - 
2. The Big Cheese - - - - - 
3. Cheetos Got the Ball √ - √ - - 
4. 
If You Wanna be Happy Eat More 
Cheetos 
- - - √ - 
5. The Cheese That Goes Crunch - √ √ - - 
6. 
Deliciously Baked Dangerously 
Cheesy 
- √ √ √ - 
7. Dangerously Cheesy - - - √    - 
8. Take a Cheetos Break with Cheetos √ √ √ √ √ 
9. It Ain’t Easy Being Cheesy √  √ √ - 
10. 
It Takes Real Cheese to Make It 
Cheetos 
- √ √ √ √ 
Notes: 
Met : Meter    Ass : Assonance 
All   : Alliteration    Rep : Repetition 
Con  : Consonance 
 
a. Meter 
Meter refers to the pattern of stressed and unstressed syllables in a line 
(Madden, 2002:71). Most slogans of Cheetos do not use common metrical feet. 
Many slogans of Cheetos use free verse. The writer only finds three slogans that 
have the specific pattern. The pattern of the stressed and unstressed are: 
   /        /                    /               /                  /   
i. A Wealth of Real  Cheese Taste 
 This slogan has random stress patterns in a sentence. The stress patterns 
called free verse because the slogan does not contain common metrical feet. 
                    /            / 
ii. The Big Cheese 
 The metrical feet in this slogan is an unstressed and two stressed. There is 
no common metrical feet pattern applied in this slogan. The slogan has two feet 
(dimeter) and the stress pattern is free verse.  
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            /                 /                 /      
iii. Cheetos Got the Ball 
 The metrical pattern in the slogan Cheetos Got the Ball is trochaic 
trimeter. It has three feet. The patterns of meter are stressed and unstressed.  
                       /                 /                 /           /             /         
iv. If You Wanna be Happy  Eat More Cheetos 
 This slogan is free verse. The stress patterns are random. There are six feet 
with uncommon metrical feet. It is called extrametrical because the slogan begins 
with unstressed syllable. 
                         /                            /               / 
v. The Cheese that Goes Crunch 
 
 This slogan is extrametrical because it begins with unstressed sylable. The 
sound patterrns are free verse. 
                  /                  /                  /                         /          
vi.  Deliciously Baked Dangerously Cheesy 
 The slogan is free verse. The sounds patterns are random.  
    /                          /          
vii. Dangerously Cheesy 
 The slogan sound pattern is random. This slogan does not use common 
metrical feet. 
   /                /                    /                          /           
viii. Take a  Cheetos Break with Cheetos 
 This slogan is trochaic tetrameter. It has four feet. The patterns are stressed 
and unstressed. 
                    /           /               /           
ix. It Ain’t Easy Being Cheesy 
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 In this slogan the advertiser create the slogan using trochaic tetrameter. 
There are four feet with stressed and unstressed patterns. 
 
       /                 /              /                       /                   /           
x. It Takes Real Cheese to Make It Cheetos  
 It is free verse. The sound patterns are random. Free verse is the easiest 
way to make a slogan because the advertiser does not need to think about the 
patterns of common metrical feet. 
 All of the slogans have their characteristics but most of them do not use 
common metrical feet. The symbol “” is for unstressed and “/ ” for stressed. 
From the patterns of stressed and unstressed above, the writer only found three 
common metrical feet in the slogans.  
 Most Cheetos’ slogans are free verse. The patterns of meter in many 
slogans of Cheetos are random. It shows there are no special techniques in writing 
the slogans of Cheetos. 
 The lack of using common metrical feet shows that Cheetos has different 
style to make their slogans. There are only some slogans use common metrical 
feet.  
b. Alliteration  
 Alliteration is using word started with the same first letter in close 
proximity to each other. Example: dignity and discipline. (Borchers, 2005:189) 
 The writer chose 10 (ten) slogans of Cheetos from 1970s to 2013. There 
are 4 (four) slogans using alliteration. The slogans are The Cheese That Goes 
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Crunch, Deliciously Baked Dangerously Cheesy, Take a Cheetos Break with 
Cheetos, and It Takes Real Cheese to Make It Cheetos.  
 The alliteration of the slogan The Cheese That Goes Crunch can be seen in 
the words The and That. It repeats consonant sounds “ð” in the initial position.  
The alliteration gives a strong message through the slogans.  
 The next slogan is Deliciously Baked Dangerously Cheesy that repeats 
consonant sounds “d” in the initial position of the words Deliciously and 
Dangerously. Those consonant sounds in the initial position can make people easy 
to remember the slogan. 
 Alliteration is also used in Cheetos slogans’ Take a Cheetos Break with 
Cheetos. This slogan repeats “t” sounds in the initial of the same words Cheetos. 
 It Takes Real Cheese to Make It Cheetos is also Cheetos’ slogan that is 
using alliteration. The slogan repeats “t” sound in the words Cheese and Cheetos. 
 After analyzing the slogans, the writer found 4 slogans using alliteration. 
By using alliteration, it can give more impression for the consumer when they 
hear or read the slogans.  
c. Consonance 
Consonance is repeating consonant sounds. The repeated sounds can be in 
the middle or in the end position of the words. After collected the data, the writer 
found that there are some slogans with consonance sound.  
 The first slogan is Cheetos Got the ball. This slogan repeats “t” sound in 
the words cheetos and Got. The “t” sound in the word Cheetos is in the middle of 
the word and the “t” sound in the word Got is in the end of the word.  
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 The second slogan that the writer found is The Cheese that Goes Crunch. 
There are two repeated consonant sounds; “t” in the words and words Cheese and 
Crunch and “ð” in the The and That. This repeated sounds can give more 
impression about the advertisement. 
 The third slogan is Deliciously Baked Dangerously Cheesy. It repeats “l” 
and “s” sound in the word Deliciously and Dangerously. This slogan repeats 
consonants “l” sound 3 times and “s” sound twice to emphasize the message of 
the slogan.  
 Another slogan is Take a Cheetos Break with Cheetos. This slogan 
repeated “k” sound in the end of the words take and break. It is also repeated “t” 
and “z” sound in the word Cheetos.  
 The slogan It Ain’t Easy Being Cheesy also repeats consonant sounds. In 
this slogan the repeated consonant sound is the sound “z” in the words easy and 
cheesy.  
 The last slogan It Takes Real Cheese to make It Cheetos is repeated 
consonant sounds “t” in the words it and takes; and “t” sounds in the words 
cheese and cheetos.  
 So, there are six slogans that use consonance to emphasize the message of 
the slogans advertising. It shows that Cheetos often used consonance to attract the 
audience attention about this product. 
d. Assonance 
Assonance is repeating vowel sounds in words. The writer got that there 
are seven slogans repeating vowel sounds. The slogans are A Wealth of Real 
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Cheese Taste, If You Wanna be Happy Eat More Cheetos, Deliciously Baked 
Dangerously Cheesy, Dangerously Cheesy, Take a Cheetos Break with Cheetos, It 
Ain’t Easy Being Cheesy, and It Takes Real Cheese to Make It Cheetos. 
 The first slogan A Wealth of Real Cheese Taste repeats vowel sounds “ə”. 
The assonance appears in the words A, of, and Real. 
 The second slogan If You Wanna be Happy Eat More Cheetos is repeating 
vowel sounds “i” in the word be, Eat and Cheetos. It gives more impression when 
the audiences hear the slogans. 
 In the slogan Deliciously Baked Dangerously Cheesy there are three 
repeated vowel sounds. The first one is “I” sounds in the words deliciously, 
dangerously, and cheesy. The second is vowel sounds “ə” in the words deliciously 
and dangerously. In the slogan Dangerously Cheesy the repeated vowel sounds 
are “ə” in the word dangerously and “I” in the words dangerously and cheesy.  
 The next slogan using assonance is Take a Cheetos Break with Cheetos, 
that slogan repeats “eI” sounds in the word take and break. The assonance “I” in 
the words It, Ain’t, and being and “i:” in the words easy, being, and cheesy also 
appear in the slogan It Ain’t Easy Being Cheesy. 
 The last slogan is It Takes Real Cheetos to Make It Cheetos. This slogan 
repeated vowel sounds “I” in the word it and vowel “i:” in the words cheese and 
cheetos. 
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e. Repetition 
 Repetition is repeating words, phrases, or sentences. Repetition can be in 
the beginning, middle, or at the end of sentences.  
 There are two slogans of Cheetos advertising containing repetition. The 
first slogan is “Take a Cheetos Break with Cheetos”. In this slogan, the writer 
finds repeated words Cheetos in the middle and in the end of sentences.  
 In the slogan It Takes Real Cheese to Make It Cheetos, the word It is 
repeated in the beginning and the middle of a sentence. Those repeated words in 
both slogans is the strategy to attract the reader attention and also to make the 
slogans easy to understand and memorable. 
 From ten slogans of Cheetos, the writer finds that Cheetos’ slogans often 
use the words Cheese, Cheetos, and Cheesy. Those repeated words are intensively 
used in some slogans. It can be seen that from ten slogans the word Cheese is 
repeated for four times, the word Cheetos for five times, and the word Cheesy for 
three times.  
2. Lexical Words 
 Lexical words are all of the words in language that have meaning and 
grammatical function.. There are full of words in the dictionary. The slogans that 
the writer used for the data also have lots of words and have meaning.  
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Table 2. Lexical Words 
NO. SLOGANS 
Lexical Words 
Pro Img Met Hyp Per 
1. A Wealth of Real Cheese Taste  - √ - √ - 
2. The Big Cheese - √ - - - 
3. Cheetos Got the Ball √ - - - √ 
4. 
If You Wanna be Happy Eat More 
Cheetos 
√ - - - - 
5. The Cheese That Goes Crunch - √ - - - 
6. 
Deliciously Baked Dangerously 
Cheesy 
- 
√ - √ - 
7. Dangerously Cheesy - √ - √ - 
8. Take a Cheetos Break with Cheetos √ - - - - 
9. It Ain’t Easy Being Cheesy - √ - - - 
10. 
It Takes Real Cheese to Make It 
Cheetos 
√ √ - - - 
Notes. 
Pro : Proper Noun    Hyp : Hyperbole  
Img : Imagery    Per : Personification 
Met : Metaphor   
     
a. Proper nouns 
 Proper nouns are names of specific people, places, countries, months, 
days, holidays, magazines, and so forth (Quirk and Greenbaum, 1985:76).  
 In this study the proper noun is the brand of the snack. A proper noun is 
always written in capital letter. The proper noun appears in the slogan is Cheetos. 
There are four slogans of Cheetos that using proper nouns. The slogans are 
Cheetos Got the Ball, If You Wanna be Happy Eat More Cheetos, Take a Cheetos 
Break with Cheetos, and It Takes Real Cheese to make it Cheetos. It repeats the 
word Cheetos five times. 
b. Imagery 
 Imagery is the image existing in our mind. There are seven slogans using 
imagery. Those seven slogans are A Wealth of real Cheese, The Big Cheese, The 
Cheese that Goes Crunch, Deliciously Baked Dangerously Cheesy, Dangerously 
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Cheesy, It Ain’t Easy Being Cheesy, and It Takes Real Cheese to Make It Cheetos.
 All of the slogans contain the words cheese and cheesy. The writer 
understood the word cheese and cheesy is related to taste of food. The writer can 
taste them in the mind’s taste. The image of taste is not defined by a word but it 
exists in people minds like in Cheetos slogans. This image can create people 
attention in their minds about the product because there is a specific information 
about the flavors of Cheetos.   
 The use of the word deliciously in the slogan Deliciously Baked 
Dangerously Cheesy also represents the sense of taste. The slogan of Cheetos 
often used the sense of taste to promote their products. The words deliciously, 
taste, cheese, and cheesy are exist in people’s mind in a sense of taste. 
 The word taste in the slogan A Wealth of real Cheese also represents an 
image. The image that exists in people’s mind after reading or hearing the word 
taste is the sense of taste. The writer found that Cheetos is more concern to 
promote the product by using sense of taste 
c. Metaphor    
 Metaphor is a figurative language that often used to attract people 
attention, the persuader of Cheetos does not create a metaphor in their slogans. A 
metaphor is a figurative language that announced itself as something else. There is 
no metaphor in the slogan of Cheetos. The advertiser makes slogans that directly 
state the message of the products. In common, the use of metaphor can make a 
sentence more attractive. 
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d. Hyperbole 
 Hyperbole is popularly known as an overstatement. Three slogans of 
Cheetos are using hyperbole. The slogans are A Wealth of Real Cheese Taste, 
Deliciously Baked Dangerously Cheesy, and Dangerously Cheesy. 
 The slogan A Wealth of Real Cheese Taste is overstatement. It emphasizes 
the message of the slogan by using the words Real Cheese Taste. That statement 
is too much because people know that the cheese taste like what they taste. The 
word real actually does not need to be mentioned. That is the overstatement in the 
slogan. I 
 Deliciously Baked Dangerously Cheesy is also the slogan of Cheetos 
containing figurative language hyperbole. Dangerously Cheesy is the 
overstatement of this slogan. The word dangerously has function to deliver a 
message that Cheetos snack has full of cheese taste. The slogan Dangerously 
Cheesy is an overstatement, it exaggerates the meaning of the word dangerously. 
It has function to present that Cheetos snack has a real cheese taste. 
e. Personification 
 The personification is applying in Cheetos’ slogan Cheetos Got the Ball. 
Cheetos is a brand of a snack. In this case, Cheetos is a product of snacks and it is 
an inanimate object. The activity of get the ball is impossible for an inanimate 
object because only human being can get the ball. In definition personification is 
an inanimate object that is giving an animate characteristic. The writer thought 
that the personification has function to create a unique character in the Cheetos 
products. 
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3. Syntax  
 Syntax is a study about grammatical structure of words in sentences. In 
this part the writer analyze the sentence structures, simple sentences, complex 
sentences, ellipsis, and complex noun phrase. 
Table 3. Syntax (grammatical Structure) 
NO. SLOGANS 
Syntactic Categories 
SSt SS CS Ell CNP 
1. A Wealth of Real Cheese Taste  √ - - - √ 
2. The Big Cheese - - - - √ 
3. Cheetos Got the Ball √ √ - - - 
4. 
If You Wanna be Happy Eat More 
Cheetos 
- 
- √ - - 
5. The Cheese That Goes Crunch √ - - - √ 
6. Deliciously Baked Dangerously Cheesy - - - - - 
7. Dangerously Cheesy - - - - - 
8. Take a Cheetos Break with Cheetos - √ - - - 
9. It Ain’t Easy Being Cheesy √ √ - - - 
10. It Takes Real Cheese to Make It Cheetos √ - - - - 
Notes. 
SSt : Sentence Structure   
SS : Simple Sentence  Ell : Ellipsis   
CS : Complex Sentence  CNP : Complex Noun Phrase 
 
a. Sentence Structure 
 There are some basic sentence structure rules. A sentence can be seen as 
comprising five units called elements of sentence structure. Cheetos slogans also 
use phrase structure in their slogans like complex noun phrase. Complex noun 
phrases is a noun that is modified by premodifier and postmodifier. For example: 
i.   A     Wealth   of real Cheese Taste 
Det      N           Postmodifier 
 
 This slogan is a noun phrase. The head is Wealth  that is modified by A as 
determiner and of Real Cheese Taste as the postmodifier. 
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ii. The   Cheese  That Goes Crunch 
Det      N  Postmodifier 
 
 This slogan is also a noun phrase. The head is Cheese. It modifies by the 
as determiner and that Goes Crunch is the postmodifier. Both slogans above are 
complex noun phrase.  The writer also found some slogans in sentences. The 
slogans are: 
i. Cheetos Got the Ball 
   S          V     O 
 
ii. If You Wanna be Happy 
       S        V            A       this slogan has two clauses 
Eat More Cheetos 
V          O 
 
iii. It Ain’t Easy Being Cheesy  
S   V        C         A   
 
iv. It Takes Real Cheese to Make It Cheetos 
 To Make It Cheetos Takes Real Cheese 
           V       S     O                   A     
 
 The writer finds some noun phrases that function as subjects. Those noun 
phrases are a Wealth, Cheetos, You, The Cheese, and It. The subject is a noun 
phrase. 
 From all of slogans the writer finds four verb phrases of the slogans. Those 
verb phrases are got, wanna, takes, and make.  
 There are three slogans using object. The slogans are Cheetos Got the Ball, 
If You Wanna Be Happy Eat More Cheetos, and It Takes Real Cheese to Make It 
Cheetos. The objects are the Ball and Cheetos. 
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 The Complement of basic sentence structure is a noun phrase or an 
adjective phrase. The writer found the complement are used in the slogans If You 
It Ain’t Easy Being Cheesy, It Takes Real Cheese to Make It Cheetos. 
 Adverbial is functioning as an adverb. Some slogans that use adverbial are 
If You Wanna be Happy Eat More Cheetos, It Ain’t Easy Being Cheesy, and It 
Takes Real Cheese to make it Cheetos. 
b. Simple Sentence 
 Simple sentence only has a main clause. There are many slogans of 
Cheetos using simple sentences. Almost all slogans in Cheetos have no dependent 
clause. The slogans that are using simple sentences are Cheetos Got the Ball, Take 
a Cheetos Break with Cheetos, and It Ain’t Easy Being Cheesy. 
 The slogan Cheetos Got the Ball is an independent clause. It has a noun 
phrase Cheetos as a subject and verb phrase Got the Ball as a predicate. The 
simple sentences can give a message directly. 
 The next simple sentences in the slogans are Take a Cheetos Break with 
Cheetos and It Ain’t Easy Being Cheesy. The simple sentences contain a noun as a 
subject and verb that can be followed by another phrase. 
c. Complex sentences 
 A complex sentence contains more than one clause in a sentence. If You 
Wanna be Happy Eat More Cheetos slogan is using complex sentences. 
If You wanna be happy  dependent  clause 
eat more Cheetos    independent clause 
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Complex sentence has more than a clause. This slogan has two clauses If you 
wanna be happy as the dependent clause and eat more Cheetos as the main clause. 
This complex sentence is a conditional sentence. The slogan uses if to make a 
conditional sentence.  
d. Ellipsis 
 Ellipsis means some words have been missed out. Cheetos slogans do not 
use ellipsis. There is no slogan missed out some words to make a simple slogan. 
The writer does not find the elliptical of words. 
 Ellipsis has a direct and powerful effect on the reader. (Verdonk, 2002:4) 
The writer did not find ellipsis from the eleven slogans of Cheetos. 
e. Complex Noun Phrase 
 A complex noun phrase is a noun modifies by premodifier and 
postmodifier. Complex noun phrase can give more impression of something. 
Complex noun phrase consists of a noun as the head, the premodification, and 
also the postmodification. 
 The head of the slogan A Wealth of Real Cheese Taste is the word wealth 
as a noun. This slogan modifies the noun wealth with A as premodifier and of Real 
Cheese Taste is postmodifier. 
 In the slogan The Big Cheese, the head is the word cheese. The Big Cheese 
means the Cheese which is big. It is modified by determiner the and an adjective 
big. A noun phrase can give the audiences information about the products of 
cheetos.  
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 In the slogan The Cheese That Goes Crunch, it also has a noun head 
cheese. It modifies by a determiner the. That clause in the slogan is that Goes 
Crunch as the posmodifier. 
 The writer only found three slogans that use complex noun phrases. The 
premodification and postmodification can make a noun phrase become more 
interesting. Complex noun phrase has more meaning than a noun that consists of 
the head only. 
 
B. Language Devices in Persuasive Strategies 
 After analyzing the language features in Cheetos Slogans, the writer 
analyzed the second problem about language devices in persuasive strategies. 
There are five kinds of persuasive language strategies according to Timothy A. 
Borchers. Those are language intensity, powerful language, language and 
imagery, rhetorical figures, and metaphor. 
1. Language intensity 
 Language intensity is the words that often used in an advertising to 
promote a product. In this second problem analysis, the writer collected all the 
slogans that use the same choice of words intensively. After the writer analyzed 
the first problem, the writer can get the information that Cheetos advertiser often 
uses the same words cheese, cheesy, and cheetos in their slogan. By seeing the 
advertising, people can understand the characteristics of Cheetos snacks products. 
Language intensity can give a good impression for the audience. 
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 Borchers mentioned that “Language intensity does not benefit all 
persuaders equally.”  It is important to use language intensively so that the 
audience can get the idea about Cheetos.  
 The language intensity in Cheetos slogans can be seen in how the 
company delivers a message about Cheetos by using repeated words in their 
slogans by the time. In the slogans A Wealth of Real Cheese Taste, The Big 
Cheese, The Cheese That Goes Crunch, and It Takes Real Cheese to make it 
Cheetos are intensively using the word Cheese. The writer found those slogans 
have potential to attract the consumer to buy the snacks. The intensity of using the 
same choice of words can make the promotion easier. The advantage of using the 
word Cheese in Cheetos snacks is to give information that Cheetos has the special 
cheese taste. 
 Cheetos Got the Ball, If You Wanna be Happy Eat More Cheetos, Take a 
Cheetos Break with Cheetos and It Takes Real Cheese to Make It Cheetos are the 
slogans of Cheetos that intensively using the word Cheetos of the product. 
Actually Cheetos is the brand of the snacks. The repeated words in Cheetos 
snacks have the benefits to promote the snacks and also the brand of the snacks. 
 The slogans Deliciously Baked Dangerously Cheesy, Dangerously Cheesy, 
and It Ain’t Easy Being Cheesy are also using the word cheesy repeatedly. The 
intensity of using the same diction in the slogans can give meaningful message. 
2. Powerful language 
 Powerful language is marked by the absence of some features like empty 
adjectives, question forms; such as “right” at the end of statements, polite forms, 
PLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJIPLAGIAT MERUPAKAN TINDAKAN TIDAK TERPUJI
39 
 
 
 
and hedges (Borchers, 2005:188). Powerful language is not only more persuasive 
but also more credible.  
 Almost all of Cheetos slogans are powerful. It can be seen from the lack of 
powerless language that mentioned in Bochers theory. Only three slogans have 
adjective forms, the rest is not equipped by all characterization. The slogans 
containing adjectives are A Wealth of Real Cheese Taste and It Takes Real cheese 
to Make It Cheetos that use adjective by using the word Real. Cheetos snack also 
uses adjective in the slogans If You Wanna be Happy Eat More Cheetos. The 
word happy is an adjective. 
3.  Language and imagery 
 Persuaders can create powerful images for their audience through 
language. Imagery is the image that already exists in our mind. Different from 
imagery in lexical words, imagery according to Borchers is the visual image in 
advertising like pictures, animations, or characters. The visual imagery can give 
people thought about something. In Cheetos advertisement, all of the slogans are 
using visual images. The writer only capture the data from the videos that written 
of the slogans. By seeing the part that contains the slogans, the writer discovers 
that all of Cheetos advertisement stated the slogans in the ending of the 
commercial.  
 An image can create people attention in their minds about the product. It 
gives a specific information about the flavors of Cheetos. By using pictures and 
language, the company can create good communication with the audience. When 
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people see and hear the advertisement in commercial, people have good 
perspectives to stimulate people to consume the products of Cheetos snacks.  
4. Rhetorical figures 
 People are using words or sentences in everyday communication. In 
advertising a copywriter also need to find appropriate words to make good 
perspective. The choice of words is needed to make a good persuasion. There are 
several aspects of using language in rhetorical figures. 
 The writer found several aspects in Cheetos slogans that belong to 
rhetorical figures. There are two aspects; alliteration and repetition. Alliteration is 
repeating consonant sound in words. From the data, the writer found four slogans 
using alliteration. The slogans are The Cheese That Goes Crunch, Deliciously 
Baked Dangerously Cheesy, Take a Cheetos Break with Cheetos, and It Takes 
Real Cheese to Make It Cheetos.  
 In the slogan The Cheese That Goes Crunch, it repeats sound “ð” in the 
initial position of the words The and That. Cheetos also uses alliteration that 
repeats consonant “d” sounds in the initial position of the words Deliciously and 
Dangerously in the slogans Deliciously Baked Dangerously Cheesy. In the 
slogans Take a Cheetos Break with Cheetos, it repeats sound “t”in the word 
Cheetos. The repeated sounds “t” also appear in the slogan It Takes Real Cheese 
to Make It Cheetos in 1981 by Cheetos. 
 Another figure applied in Cheetos slogans is repetition. Repetition 
involves restating a keyword or phrase to reinforce the point being made. 
(Borchers, 2005:189) The repetition can influence the reader’s opinion about a 
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product. The used of repetition can make a message easier to understand and more 
memorable. Cheetos advertiser also used repetition in their slogans to attract 
consumer. There are two slogans using repetition. The first slogan is Take a 
Cheetos Break with Cheetos. In this slogan, the writer found repeated words 
Cheetos in the middle and in the end of sentences. And the second slogan is It 
Takes Real Cheese to Make It Cheetos, this slogan is repeating the word It in the 
beginning and the middle of sentence. Cheetos have no parallelism and antithesis 
in the slogans. 
5. Metaphor  
 Persuaders often used metaphors to compare things that are apparently 
different yet have something in common (Bochers, 2005:190). The use of 
metaphor in a language also can make a persuasion. It can make the language 
more interesting and not monotonous but in this case Cheetos does not create a 
slogan which contains a metaphor to promote their product. There is no 
differences between metaphor in language style and in language persuasive.  
 
 After analyzing all of the data, the writer found that language features are 
very important for advertising. The effect of using some features such as in 
phonology, lexis and syntax can help the advertiser to make a promotion more 
interesting. Cheetos slogans contain phonological features; meter, alliteration, 
assonance, consonance, and repetition. The lexical words are proper nouns, 
imageries, hyperboles, and metaphors. The slogans also use grammatical 
structures such as sentence structures, simple sentences, complex sentences, and 
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complex noun phrases. Persuasive language devices in advertising also can give 
more information about a product. In Cheetos, the slogans are using language 
intensity, powerful language, language and imagery, and rhetorical figures. 
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CHAPTER V 
CONCLUSION 
 
 In this chapter, the writer concludes the first and second problem that 
already discussed in previous chapter. The main point in this study is the language 
features in the slogans. The writer analyzed ten (10) slogans of Cheetos from 
1970-2013. 
 The problems that have been discussed in chapter IV is divided into two. 
The first problem is about the language features in Cheetos slogan. In this part, the 
writer found there are five phonological features, four lexical words, and four 
grammatical structures appear in the slogans. 
 In phonological analysis, the writer finds the slogans that have meter, 
alliteration, assonance, consonance, and repetition.  Those phonological features 
have function to emphasize messages of the slogans. In lexical analysis, there are 
four features appearing. Those are proper nouns, imageries, hyperboles, and 
personifications. The lexical words can make the slogans more interesting for the 
consumers. In syntax, there are four features; sentence structures, simple 
sentences, complex sentences and complex noun phrases. The use of simple 
grammatical structures can make the slogans easy to be understood.  
 The second problem is about persuasive language devices in Cheetos 
slogans according to Timothy A. Borchers (2005). From five persuasive 
messages, there are four ways that Cheetos used to make some slogans. Those are 
language intensity, powerful language, language and imagery, and rhetorical 
figures. 
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 After analyzing all of the data the writer found that Cheetos often uses 
language intensity by repeating words Cheese, Cheetos, and Cheesy in many 
slogans. Almost all Cheetos slogans are powerful except the slogans containing 
adjectives like A Wealth of Real Cheese, It Takes Real Cheese to Make It Cheetos, 
and If You Wanna be Happy Eat More Cheetos. There are seven slogans using 
language and imagery. In rhetorical figures, the writer found that Cheetos slogans 
applying two figures; alliteration and repetition. All of the persuasive language 
strategies are needed to persuade people to buy a product. 
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APPENDIX 
 
 
A Wealth of Real Cheese Taste (1979) 
 
 
 
The big cheese 1980 
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Cheetos 1981 
 
1981 
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if you wanna be happy eat more cheetos (1985) 
 
1987 
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It Ain’t Easy Being Cheesy : 1980s-1990s  
 
 
 
 
Dangerously cheesy : 2000s 
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Cheetos Baked 
 
 
Take a cheetos break with cheetos (2009-2013) 
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